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INTRODUCTION 
^ v Marketing of consumer and Indus t r i a l goods 
depend a l o t on the requirements and needs of the 
ul t imate consumer. In case of consumer goods where 
the supply exceeds the demand, the consumers needs 
and des i res are of prime importance. The p ic ture i s 
very d i f ferent i n case of Indus t r i a l goods where 
the s e l l e r s market p e r s i s t s and the firms continue 
to make p r o f i t s even when the product f a l l s shot of 
consumer expectat ions . Marketing ef for t which takes 
in to account the s a t i s f ac t ion of consumers needs 
and wants. 
One of the fundamental ingredien ts of mar** 
ket ing o r i en ta t ion i s the consumer research . Consumer 
research i s concerned with the measurement and evolu-
at ion of wants, a t t i t u d e s , behaviour and preferences 
of d i f fe ren t se t or segments of consumer market, A 
marketing or iented firm f i r s t t r i e s to know the needs 
of the consumers and then converts these needs in to 
effect ive demand by manufacturing the product which 
can f u l f i l l them. Market has not merely to be found 
but aiso to be created. 
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In order to formulate a viable and purpose-
ful marketing s t ra tegy i t i s per t inen t to study the 
consumers and the i r a t t i t u d e towards the product. 
A consumer i s faud by ce r ta in needs and prob-
lems that ul t imately lead to purchase and consumption, 
Consumers are l e s s homogenous than the products. Each 
has h i s own unique se t of unful f i l led des i res and 
p r i o r i t i e s for the i r fulf i lment . Each has h i s own 
l imi t a t ions the extent to where he can go for s a t i s -
fying the d e s i r e s . Therefore, each person wants some-
what d i f fe ren t bundle of product a t t r i b u t e and i s 
ready to pay d i f ferent pr ice for i t . Therefore, to 
understand purchase behaviour of a consumer i t i s 
necessary to understand the nature of the i n t e r n a l 
motivating forces which i n i t i a t e s i t and the learning 
processes governing the decision to buy a specif ic 
offerings or to ignore i t . 
Buying behaviour i s i n i t i a t e d by some i n t e r -
nal tension by some dr ive , motive or asp i ra t ion which 
leads to pay a t ten t ion to products or message about 
them, which perceive as eves tha t possession of the 
product wil l r e l i eve the tension. I f a purchase 
response does r e s u l t i n the sought s a t i s f a c t i o n , the 
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response i s reinforced and the consumer tends to 
buy the product once again when a s imilar tension 
re.i)ccu;res. Purchase behaviour i s thus a learned pro-
cess , involving the phenomenon of se lec t ive a t t en t ion 
to the eves aimed and se lec t ive perception of the 
content of those eves. 17 
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BUYING PROCESS 
The buying process involves i n s igh t in to the 
concepts of drive and motivation, se lec t ive a t t en t i on , 
se lec t ive r e t en t ion , cues, approach behaviour, avoid-
ahce reac t ion , rewards and reinforcement and the ro le 
of a l l those in learning process underlying purchase 
response. 
DRIVES AND MOTIVES 
The inner motivating forces are dr ives , motive 
needs, derive wants, who wishes and whims e t c . Some 
of these drives are primary for example, hunger, 
sexual g r a t i f i c a t i o n and c u r i o s i t y . As indiv iduals 
grow up, they are modified and conditioned by the i r 
soc ia l environment and develop in to qui te a varied l i s t 
of secondary motives which govern most of the i r r eac -
t ion Thus motives could be secur i ty , social approval, 
se l f r e a l i z a t i o n , social s t a t u s , personal enjoyment, 
or simple af fec t ion . A dr ive , as such, can not be 
observed d i rec t ly but can only be infer red from the 
kinds of e f for t s put forth to obtain s a t i s f a c t i o n . 
At any s tage , indiv iduals are subject to a 
s e r i e s of act ive and l a t e n t , r e l a t ed and unrelated 
motives. Only one of which can be s a t i s f i e d a t a 
time. The need which appears to be most urgent a t 
tha t moment i s f u l f i l ed . This br ings forward the next 
most potent need. 
The motives and drives determines whether or 
not ind iv idua ls r eac t a t a l l . Individuals pay a t t e n -
t ion to communications or take act ion only when such 
act ion i s perceived as important to the r e l i e f of the 
inner tension. Even when we know the effect ive motive, 
the exact nature of the act ion i s not p red ic tab le . The 
same action can r e s u l t from qui te d i f ferent motives 
and the same motives can lead to opposite r e s u l t s . 
Maslows heirarchy of needs ranks the physiolo-
g ica l needs as most powerful u n t i l su f f ic ien t ly s a t i a -
ted to permit other or higher needs to dominate 
behaviour pa t t e rn . The heirarcy i s : 
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(1) WSL PHYSIOLOGICAL NEEDS: - These needs a r e 
the most demanding. The needs for hunger , t h i r s t , 
and sex come under the p h y s i o l o g i c a l n e e d s . 
(2) MS. SAFETY NEEDS : - They i n c l u d e the need for 
p r o t e c t i o n , ca re and s e c u r i t y from both phys ica l as 
wel l a s psycho log ica l l o s s . 
(3) S I BgLONGINGNESS M £ i^ O^VE NEEDS : - The d e s i r e 
for a f f e c t i o n , sense of be ing p a r t of a group, need 
to a f f i l i a t e , to love and be loved a r e p a r t of t h i s 
c a t e g o r y . 
(If) THE ESTEEM NEEDS : - These needs i n c l u d e a 
high r e g a r d for onese l f , a d e s i r e for s e l f r e s p e c t , 
and s t a t u s and importance i n the eyes of o t h e r s . 
(5) TM SELF ACTUALIZATION NEEDS : - They i n c l u d e 
pe r sona l f u l f i lmen t of t o t a l c a p a c i t i e s and r e a l i s a -
t i on of ones p o t e n t i a l . 
Tti±B h e i r a r c h i a l system incompasses both the 
i n t e r n a l l y s t i m u l a t e d need of the organism and those 
i n i t i a t e d o u t s i d e the organism by environmental and 
s o c i a l r e l a t i o n s h i p s . / 
SELECTIVE pERCSPTIQP 
Consumers could n o t respond to a l l of the s t i m u l i 
a v a i l a b l e for our a t t e n t i o n even i f they wished to do 
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s o , Coasumers must e x e r c i s e s e l e c t i v e a t t e n t i o n , 
choosing for pe rcep t ion only those p roduc ts and 
i d e a s which he cons ide re s impor t an t a4; the moment. 
Once these a re s a t i s f i e d , they a r e f r ee to pay 
a t t e n t i o n to a l e s s e r o rde r of d r i v e s . They a l so 
pe rce ive s e l e c t i v e l y those pt imulur to which they do 
pay a t t e n t i o n . The con ten t to t h i s pe rcep t ion i s 
shaped by t h e i r expe r i ence , e x p e c t a t i o n s , a t t i t u d e s , 
va lues and i n t e r e s t s . 
Purchase behaviour i s thus a response to a 
product which the buyer has l ea rned to pe rce ive as 
a cue t h a t h i s needs w i l l be s a t i s f i e d by i t s pos -
s e s s i o n , 
HABITS.CUES AMD REWARDS 
Learning i s the development of new behaviour 
p a t t e r n s which may become h a b i t s . Most of the purchase 
a re h a b i t u a l r e sponses r e s u l t i n g from a l e a r n e d a s s o -
c i a t i o n of s a t i s f a c t i o n with some cue . Thus the r e s -
ponse i s a cue which promises to reward some i n n e r 
d r i v e s o r t h r e a t e n a pena l ty i n the form of f r u s t r a -
t ion of some d r i v e . I f the reward sought i s exper ienced , 
success i n ga in ing t h a t reward r e i n f o r c e s the r e spon-
ses the r e sponses to the s t imulus and becomes the 
b a s i s for h a b i t u a l approach response p a t t e r n . The 
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pain of some p e n a l t y , such as the need to pay some 
Jcind of p r i c e becomes ^ai avoidence response p a t t e r n . 
Buying takes p lace only when the d r i v e s for the p r o -
duct s a t i s f a c t i o n become i n t e n s e enough to overcome, 
the a n t i c i p a t e d pain of paying for them, 
IfEARNI^ G PROCESS 
Learning i s the p rocess of acqu i r ing a s s o -
c i a t i o n s of product a t t r i b u t e which d r i v e s a t i s f a c -
t i o n o r f r u s t r a t i o n . The l e a r n e d responses become 
approach or avoidance h a b i t s t endenc ies to cons ider 
the purchase of p roduc t o r to do wi thout i t i f p o s s i -
b l e . Since the purchase always i n c l u d e s some elements 
of payment and thus p a i n , purchase behaviour i s a 
ba lanc ing of approach and avoidance h a b i t s . 
Because the purchase response i s l e a rned beha-
v i o u r , d i f f e r e n t i n d i v i d u a l s w i l l a cqu i r e purchase 
h a b i t s with d i f f e r e n t speed and w i l l l e a r n b e t t e r from 
d i f f e r e n t s t imu lus and methods of p r e s e n t a t i o n . 
The above views i n t e g r a t e concepts i n con-
temporary psychology which seem necessa ry for compre-
hens ive exp lana t ion of human behaviour and apply these 
concepts to the a n a l y s i s of consumer behav iour . 
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^ / CONSUMER BEHAVIOUR AND BRAND PREFERENCES 
The behaviour of a p a r t i c u l a r consumer to the 
product c l a s s i s d i f f e r e n t from t h a t towards a p a r -
t i c u l a r brand. Consumers g ive p re fe rence to c e r t a i n 
brands than the r e s t . For i n s t a n c e i f asked about 
t h e i r p r e f e r ences r ega rd ing T o i l e t soap , some would 
p r e f e r p e a r s , o t h e r s l u x and s t i l l o t h e r s L i r i l o r 
any o t h e r b rand . Consumers do no t hold a l l t hese brands 
i n equal r e g a r d . He s i n g l e s ou t one as h i s f a v o u r i t e , 
another few as accep tab le and the r e s t a s u n a c c e p t a b l e . 
The f a c t o r s which a re r e s p o n s i b l e for brand 
p re fe rence a r e both i n t e r n a l and e x t e r n a l . I n t e r n a l 
f a c t o r s a r i s e from the p e r s o n a l i t y of the consumer and 
e x t e r n a l f a c t o r s a re the brand a t t r i b u t e s which the 
consumer pe rce ive s p r e s e n t i n a p a r t i c u l a r b rand , 
CONSUMER BEHAVIOUR i l FOOD DRINKS MARKET 
The p r e s e n t study i s a humble a t t empt to g e t 
an awareness of consumer behaviour about the Food 
d r i n k s marke t . This s tudy t r i e s to know what f a c t o r s 
a re r e s p o n s i b l e for the purchase of a p a r t i c u l a r Food 
d r i n k . What a r e the a t t i t u d e s , p e r c e p t i o n , d e s i r e s , 
needs and motives which e f f e c t the demand of a p a r -
t i c u l r brand which l ead to i t s purchase? 
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Food drinks i s a par t of Food indus t ry . The 
firms which manufacture chocolates and b i s c u i t s also 
product Food drinks as par t of t he i r product mix. The 
demand for Food drinks come from the middle, higher 
middle and high income groups only. In ru ra l areas the 
demand i s p rac t i ca l ly n i l l and the firms thus try to 
gain a foothold on the urban aff luent sect ions of the 
soc ie ty . For th i s they aim the i r marketing effor t to 
mould the a t t i t u d e s and behaviour of the consumers 
favourably towards the i r brands. In order to es tab-
l i s h , preferences for a cer ta in brand, some motives, 
dr ives and needs of the consumers have to be f u l f i l l e d . 
Various firms conduct research in to the buying h a b i t s , 
behaviour, a t t i t u d e s and percept ions. Firms also try 
to know various other factors which can effect the 
purchase of a pa r t i cu l a r brand. 
The present study has been conducted to kiK)w 
the consumer behaviour and the i r brand preference r e -
garding Food dr inks . I t i s not a sponsored study by 
any firm but i s an academic exercise for securing the 
degree of Master of Business Administration. In addi-
t ion to the consumer behaviour and brand preference, 
the study also takes in to account various factors af-
fecting the purchase of a pa r t i cu l a r brand. -^  
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The primary object ives of the survey are: 
(1) To find out which brand of Food drink 
has the g rea t e s t brand awareness• 
(2) To find out which i s the most preferred 
brand of Food drink. 
(3) To find out whether the number of regular 
consumers are greater than the number of 
occasional consumers. 
(if) To find out the factors to which a consu-
mer r e a c t while buying a pa r t i cu l a r Food 
dr ink. 
(5) To find out the Brand Loyalty towards 
pa r t i cu la r brands. 
(6) To analyse the effects of pr ice increase 
or decrease and no n-aval l a b i l i t y of brands 
upon the behaviour of consumers. 
(7) To find out the consumer awareness regard-
ing ingredients and package s ize preferen-
ces of Food dr inks . 
(8) To gauge the extent of influence of some 
specif ic categories of persons upon the 
buying behaviour of consumers. 
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(9) lb f ind ou t the most p r e f e r r e d media for 
the a d v e r t i s i n g of Food d r inks and the 
a t t i t u d e of consumers towards i t , 
(10) lb s tudy consumer 's a t t i t u d e towards c e r -
t a i n f a c t s and mythes , 
EXTENT OF SURVEY 
The survey covers the c i t y of A l i g a r h . I t was 
p rev ious ly proposed to conduct the survey i n two or 
t h r e e o t h e r c i t i e s of Northern I n d i a as well b u t the 
time l i m i t a t i o n was the main f a c t o r which came i n the 
way. Since t h i s survey was concerned with the a c t u a l 
consumers o n l y , t h e r e f o r e , only those l o c a l i t i e s 
which had economically well off and l i t e r a t e i n h a b i -
t a n t s were earmarked for the purpose of su rvey . The 
assumption was t h a t t h i s economically wel l off and 
l i t e r a t e s e c t i o n c o n s t i t u t e s the t a r g e t market for 
Food d r inks and they would be ab le to provide the 
needed in format ion f a i r l y a c c u r a t e l y * The o b j e c t of 
the survey was to f ind the a t t i t u d e of a c t u a l consu-
mers of Food d r inks towards a few impor tan t a s p e c t s 
a s descr ibed e a r l i e r i n the c h a p t e r . 
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SURVEY TECHNIQUES 
Prev ious ly i t was conceived t h a t the survey 
would i n c l u d e a t l e a s t t h r e e c i t i e s of Northern 
I n d i a and a sample of 100 responden t s to be taken 
from each c i t y . This i d e a had to be dropped because 
of l ack of time and o t h e r f a c i l i t i e s i n s t e a d of t a k -
ing t h r ee c i t i e s only Al igarh was chosen as the t a r -
g e t c i t y where survey work could be done r e l a t i v e l y 
e a s i l y over a long per iod of t ime . In tu rn 300 r e s -
ponden t s / i n t e rv i ews were taken down thus concen te ra -
t i n g on only one c i t y and t he re by reducing the 
chances of e r r o r . 
SURVEY METHODOLOGY 
The object ive of t h i s survey as described 
e a r l i e r was to find the consumer's a t t i t u d e and brand 
preferences towards Food dr inks . A questionnaire r e -
l a t i ng to the problems was designed for th i s purpose. 
The methodology consisted in interviewing the consumers 
a t the i r homes or a t any other convenient p lace . Most 
of the interviews were taken by the author personal ly . 
However, a small proportion of the interviews were 
taken by two other knowledgeable in te rv iewers . They 
were explained the method and the object ive of the 
J3 
survey work. The interviews were conducted in one 
s i t t i n g . 
Ihe d i s t r ibu t ion of quest ionnaires was done 
i n randomly selected l o c a l i t i e s . F i r s t l y , of a l l the 
t a rge t l o c a l i t i e s were marked off. These l o c a l i t i e s 
had middle and high income families and were know-
ledgeable enough to respond to the quest ions . 
Secondly, special care was taken to include 
a l l categories of persons for the purpose of i n t e r -
views for obtaining a such a hetrogenous mixture of 
respondents, people from a l l walks of l i f e were i n t e r -
viewed. This included professionals l i k e Doctors, 
Engineers and Teachers, Businessmen, Farmers and 
Government se rvants , A fa i r number of interviews were 
also taken of Housewives, In addit ion to these about 
50 interviews of students from a l l descipl ines were 
taken. 
Respondents were chosen from only middle, upper 
middle and high income groups as i t i s supposed that 
our t a rge t market comprises of these groups mainly. 
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Attention was given to make sure that the 
r a t i o of a a l e ; female respondents does not cross a 
c r i t i c a l l i m i t . Since often the buying decision r e -
garding the Food drinks i s made by housewives the i r 
resparesentation i s necessary to eliminate the b ias 
in the r epor t . In other cases where the decision 
making i s done by a male member of the family, the 
housewives often are inf luencer . The repor t i s based 
on 203 male respondents and 97 female respondents 
(which includes g i r l s tudents a l s o ) . 
Gross section regarding the age was also given 
due importance and respondents from a l l age groups 
were interviwed. 
All possible e f for t s were thus made to l i m i t 
the e r ro rs a r i s ing out of improper se lec t ion of the 
sample. 
However, a procedure of convenience sampling 
was adopted and from a given l o c a l i t y a person most 
convenient to reach was approached. This might have 
led to some er rors regarding the a t t i t u d e and buying 
preferences of Food dr inks . I t i s expected though 
tha t the error would not be large enough so as to 
appreciably minimize the au thent ic i ty of the r epo r t . 
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HYPOTHESES 
A number of hypotheses were formulated before 
-fcaad-so t h a t the GoaolusioBs could be compared^ 
HYPOTHESIS - i : - Bournvi ta has the l a r g e s t brand 
awareness among the consumers. 
I t i s a l so the most widely con-
sumed d r i n k . 
HYPOTHESIS - i i : - Chi ldren a r e the l a r g e s t consumers 
of Food d r i n k s . •^"' 
HYPOTHESIS - I I I ; - Occasional u sees o u t number r egu -
l a r u s e r s . 
HYPOTHESIS - iV: - N u t r i t i o n value i s t he most impor-
t a n t f ac to r for the consumers i n 
s e l e c t i o n of a p a r t i c u l a r b rand . 
HYPOTHESIS - J[ : - P r i c e p l ays an impor tan t r o l e i n 
shaping consumer behav iour . 
HYPOTHESIS - 1 1 : - Most consumers view t h e i r f a v o u r i t e 
b rands as being good and a re s a t i s -
f i e d by the packaging e t c , 
HYPOTHESIS -VI I ! - Most consumers a re in f luenced by 
d o c t o r s r ega rd ing usage and brand 
IB 
preference of Food dr inks . 
HYPOTHESIS - VIII : - Cinema i s the most effect ive 
media for advert is ing of Food 
dr inks . 
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FINDINGS OF THE SUBVEY 
Byand Awareness : - A number of d i f f e r e n t brands of 
Food b r i n k s a r e a v a i l a b l e i n the market . Some have been 
in t roduced i n the market r e c e n t l y . I t was proposed to 
gauge the e x t e n t of Brand awareness of these d i f f e r e n t 
b r a n d s . A q u e s t i o n n a i r e p e r t i n e n t to the problem was 
designed and the consumers were asked to t i c k the 
brands which they had hea rd , o f f . I t should be kep t 
i n mind t h a t t h i s survey was concerned with the a c t u a l 
consumers only i . e . only those r e g u l a r or occas iona l 
u s e r s who were e i t h e r us ing one brand of Food dr ink 
on the o t h e r . The f ind ings of the survey a re given 
below: 
Brand name 
Bo urn v i t a 
Hor l i cks 
Pro t i n ex 
Neutranuel 
Maltova 
Boost 
Oval t i n e 
Complan 
Viva 
98.66% 
96.66% 
81.66% 
88.66% 
69.33% 
85.33% 
74.66% 
91.33% 
51.0% 
j l8 
Tb.±B t ab le only r e fe r s to the Bjiand awareness 
of the d i f ferent brands in the market. For example 
the f igures 85.33 wri t ten next to Boost would mean 
that 85.33% of the consumers of Food drinks were aware 
of the existence of a Food drink names Boost. 
Topping the l i s t i n Brand awareness was Bourn-
v i t a of cadburyCs India L td . , with 98.66^ consumers 
being aware of. i t s exis tence . Very close to i t came 
Horlicks with 96.66^ of the consumers being awar.e of 
i t , Complan 91.33^ came th i rd , followed by Neutraneul 
88.66%, Boost 85.33% and Protinex 81.66%. The Brand 
having the l e a s t brand awareness was viva with only 
51.0% of the consumers being aware of i t s exis tence . 
The high scores of Bournvita could be attribu^* 
ted to i t s policy of regular advertisements in Magazines 
and other medias. Besides that Bournvita also responors 
a quiz meet through the All India Radio and a Bourn-
v i t a Athlet ic meet in Delhi, These Advertisement and 
Publ ic i ty programme have been a major contr ibutor for 
building up consumer awareness and Brand Preference, 
The law scores of Viva could be a t r r ibu ted to 
the fact that i t i s a r e l a t i v e l y newly introduced 
drink as compared to the o t h e r s . 
in 
Oval t ine which has been the top most Food 
drink u n t i l i t was replaced by Bournvita i s now out 
of market. The brand awareness nevertheless pBrs is ts 
6ind i t i s c red i tab le tha t the brand awareness was 
7^.66^ of the consumers for a drink which has not been 
in the market for now almost two yea r s . 
The r e s u l t s which seem to be on the higher 
side could be because of the fact tha t consumers had 
probably t ick marked a few brand names which they might 
not have heard in r e a l i t y . Such a behaviour of the con-
sumers stems from the consumer^ des i re to appear more 
knowledgeable than they actusdly a r e . The error though 
would hopefully be not of much consequence and thus can 
be ignored. Even i f we take the error in to considerat ion, 
t h i s would hold true for a l l the mentioned brands and 
thus the r e l a t i v e awareness of the d i f ferent brands 
would almost remain unchanged. 
AGE-WISE BREAK-UP OF CQNSIIMy.RS 
Any product i s bought not because of i t s own 
sake but because of the benef i t i t promises to i t s buyer 
Charles Revson has vey r igh t ly put in "In the factory we 
make cosmetics, and in the drugstore we s e l l hope". 
TtVLB a liidy buying a brand of l i p s t i c k i s not buying i t 
for i t s chemical p rope r t i e s . She i s in fact buying 
beauty* 
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The marketing of Food drinks i s not merely 
marketing of a tas ty dr ink. In fact i t i s much more 
than tha t , A Food drink ca r r i e s the promise of b e t t e r 
hea l th . I f t h i s s e l l ing proposit ion i s communicated 
effect ively to the consumers, the s e l l e r can be con-
fident of se l l ing h i s products . However he would have 
to dtermine the t a r g e t market towards which h i s e f for t s 
wi l l be d i rec ted . For finding out who were the actual 
consumers of food dr inks , age being the c r i t e r i o n , a 
su i t ab le questionnaire was designed. I t consisted of 
four d i s t i n c t ca tegor ies based on age group. The f ind-
ings of the survey are given below i 
— — « _ - _ — — - - . - ^ 
^®_2i§S-^l!SS^ziJ2— - J— H§S£§—-.— 
Children (Up to 12 ywars) ^6.663^ 
Teenagers ( 13 to 19 years) ^9.33/^ 
Adults ( 20 to if55'^years) 45.0% 
Elders ( k5 to anove above) 25.33516 
A to t a l 300 consumers interviewed for the pur-
pose of survey. They were asked to t ick the categories 
of persons in the i r house who were the consumers of 
Food dr inks . 
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Teenagers topped the l i s t with 49.55% of the 
respondents agreeing tha t 3Jeenagers(T5 to 19 years) 
were one of the categories of the consumers in the i r 
house. Next in l i n e were children (upto 12 years) 
46.66% of the respondents said tha t children were 
among the users of food drinks in the i r family. I t 
was thaught that adul ts would not comprise s izable 
proportion of the users of Food dr inks . On the con-
t ra ry i t was found that 155 out of 500 respondents 
or 45% of them agreed t h a t . Adults were users of Food 
drinks in the i r house, 
70 respondents out of 500 agreed that elders 
about the age of 45 formed a par t of consumers in the 
family. This comes to 25.55% which seems an unusually 
high figure considering the age group. This could be 
because of the fact tha t e lders above the age of 45 
af te r face de te r io ra t ing heal th and in order to check 
t h i s decline they r e s o r t to or are advised the usage 
of Food dr inks . 
I t would be worthwile for the marketers to 
make an age wise segmentation of the Food drinks mar-
ket and apply d i f fe ren t ia ted marketing effor t in terms 
of se l l ing appears, ad media and packaging. Top p r i o r i t y 
should be given to the Teenagers, followed by children 
22 
and adults eind all marketing programmes efforts should 
be Tailor made to suit their needs and wants. 
It would be better if we discuss here the com-
paritive percentage of consumers who have actually used 
the different Food drinks. Brand awareness and Taste 
awareness are two different things. Let us consider 
the bairarchy of effect model. It takes place in six 
different stages: 
Awareness - knowledge -,liking - preference - convic-
tion - purchase. 
The first two stages i.e. the awareness stage and 
the knowledge stage can be reached through proper adver-
tising of the Food drinks in suitable medias. In the 
next three stages before the purchase stage i.e. in the 
liking, preference and conviction stages actual usage 
or tasting plays an important role. 
A questionnair was designed for gauging the per-
centage among the consumers who had actually tasted the 
different brands. Persons who had tasted the particular 
brand at least once become the consumers for the pur-
pose. The Findings of the study are give be^ -low: 
£4gM - 1 
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Brand name 
I Percentage of consumers who 
I had a t l e a s t tasted the-drink 
I once. 
Bo urn v i t a 
Horlicks 
Pro t inex 
Neutramul 
Maltova 
Boost 
Oval t ine 
Complan 
Viva 
91.33^ 
71.66% 
41.33^ 
30.0^ 
18.33^ 
if 2.0% 
42.0% 
if9.33% 
13.66% 
The survey revealed that 91.33% of the consu-
mers had ac tual ly tas ted Bournvita once time or the 
o the r s , whereas 77.66% of the consumers had consumed 
Horl icks. Next to follow was complan with if9.33% of the 
consumers t icking for i t . There was a t i c for the ifth 
and 5th place with i|.2.0% consumers agreeing to have 
tasted Boost and exactly if2,0% of consumers agreeing to 
have tas ted Oval t i n e . Pro t inex with 41.33%, Neutreonuel 
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30.0%, Maltova 18.53% and Viva 13.66% followed s u i t . 
The usage percentage was more or l e s s a ref-
l ec t ion of brand awareness percentage among the consu-
mers. Naturally the usage percentage was appreciably 
l e s s as compared to the awareness percentage but the 
r e l a t i v e percentage among the brands almost remained 
unchaged. Neutranuel fared badly in th i s t e s t with only 
30.0% of usage percentage(7th in l i s t ) . The r e l a t i v e 
pos i t ions of l i k ing and d i s l ik ing of these brands would 
become more c lear when we come to the nextable . 
REGULAR Vg OCCASIONAL USERS 
Before going on to the actual preference table 
I would l i k e to give another small table for knowing 
whether the majority of the consumers were regular 
consumers or occasional consumers. Some consumers buy 
the food drinks because i t has become the i r hab i t . They 
are regular dr inkers . The o thers buy these occasionally 
as and when need for i t a rose . The findings of the sur-
vey for 300 consumers of Food drink revealed the 
following r e s u l t s . 
TABLE - (t 
* * " • " • " ~ - " • — — - • > 
Regular users ::: 32.0% I 
Occasional users ::: 68.0% I 
» — — — . - . . _ . . .. » . f 
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I t was found from the survey that occasional 
users 68.0% of the consumers where as regular users 
of Food drinks were only 32*0%, Regular users may con-
s t i t u t e only a small percentage of the numerical s ize 
of the market but a major percentage of the un i t volume 
consumed. A study of beer drinking hab i t s of the con-
sumers in United States revealed tha t 50 percent of 
the beer consumed. I t i s estimated thus that each regular 
user of Food drinks i s worth several l i g h t drinkers from 
the point of view of marketer. Naturally the Food drinks 
companies wil l go af ter the regular users but unfor-
tunately when a l l companies go a f te r the same regular 
users , the i r campaigns look a l ike and cancel each other» 
The firms should t ry to i s o l a t e the regular users 
of Food drinks through ce r ta in common demographies, 
personal c h a r a c t e r i s t i c s and media h a b i t s . The re su l t ing 
p ro f i l e s would be helpful to the marketer in developing 
pr ic ing , message and media s t r a t e g i e s . 
PREFERENCE FOR VARIOUS BRANDS 
Liking or preference for a pa r t i cu l a r brand i s 
a matter of personal l i k e s and d i s l i k e s . A person may 
be seeking one benef i t from the product while another 
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Bay be seeking an a l t o g e t h e r d i f f e r e n t b e n e f i t from 
the same p roduc t . Their needs and wants a r e r e f l e c t e d 
J.n^Jtbeir buying b e h a v i o u r . For f ind ing the r e l a ' t i v e p r e -
ference for the v a r i o u s brands the q u e s t i o n n a i r e had 
th ree colums a , b and c . The responden t s were asked to 
w r i t e t h e i r most p r e f e r r e d brand of food dr ink i n column 
' a ' , t h e i r second most p r e f e r r e d brand i n coloumn ' b ' 
and t h e i r t h i r d most p re fe red brand i n column ' c ' . X 
s h a l l take up each of these t a b l e s s e p e r a t e l y and then 
i n the end the o v e r a l l p re fe rence t a b l e w i l l be taken u p . 
FIRST PREFERENCE TABLE : 
TABLE > 5 
BRAND NAME | FIRST PREFERENCE IN % 
Bourn v i t a 
Hor l i cks 
Pro t i n e x 
Neutramul 
Maltova 
Boost 
Oval t i n e 
Complan 
Viva 
if 5.0% 
20.665^ 
6.0 % 
6 •33% 
1.35% 
2t,0 % 
9.0% 
5.0 % 
2.66% 
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The findings of the f i r s t preference table i n -
dicated that an ov«r-whelming ma;}ority of the actual 
consumers had Bournvita as the i r f i r s t preference. I t 
could be assumed that Bournvita with k3»0% would account 
for almost half the market of the Food dr inks . The only 
drink which had markedly la rger share than the remaining 
brands was Horlicks with 20,66^ of the consumers naming 
i t as the i r f i r s t preference. Ovaltine came a far th i rd 
with 9.05^ of the consumers naming i t to be the i r f i r s t 
preference. But the drink now being out of the market 
there i s a tuss le for the th i rd place with Neutramul 
claiming 6.33% following and Protinex claiming a S»0% 
following. Complan 5.0%, Boost k»0%. Viva 2.66% and 
Maltova with only 1.53% were the other drinks which add-
ed up to the t o t a l Food drinks market. 
§ECQM PREFERENCE TABLE : 
Tlxe consumers were asked to name the i r second 
most preferred brand a f te r the i r f i r s t preference. The 
findings of the survey are as follows ; 
im^' £ 
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BKAND NAME 
28.0^ 
19.66% 
9.33% 
5.0 % 
5.33% 
10.66% 
8.66% 
10.33% 
3.0 % 
Bo ur v i t a 
Horlicks 
Pro t inex 
Neutramul 
Maltova 
Boost 
Oval t ine 
Complan 
Viva 
Bourvita claimed the top spot once again with 
28.0% of the consumers favouring i t as the i r second 
preference brand. Horlicks with 19.66% came second 
on the l i s t followed by Boost 10.66%, Ckimplan 10.33%» 
Protinex 9.33% Oval t ine 8.66%, Maltova 5.33%, Neutramul 
5.0% and Viva 3.0%. 
THIRD PREFERENCE TABLE : 
The respondents were asked to name the i r th i rd 
most preferred brand. This was necessary to find tha t 
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which brand of Food drinks had the po ten t ia l of gain-
ing a subs tan t ia l share of the market, 
TABLE - 2 
BRAMD NAME "] THIRD PREFERENCE IN % 
Bouxn^ita 
Horlicks 
ProtineX 
Neutramul 
Maltova 
Boost 
Oval t ine 
Complan 
Viva 
H.3356 
9.0 % 
7.6S% 
3.66^ 
18.0 % 
10.66^ 
19,0 % 
4.0 % 
The findings of the th i rd preference revealed 
tha t complan was the most preferred brand with 19.33^ 
of the consumers favouring i t . Boost was a very close 
second with 18.0% following since Boost i s a r e l a t i v e -
ly newly introduced brand of Food dr inks , the l i k ing 
for i t i s a sure ind ica t ion tha t i t i s going to come 
up p re t ty soon. Horlicks claimed the th i rd posi t ion 
with 14«33^ of the consumers favouring i t as the i r 
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th i rd most preferred brand. Bournvita 13«33%» Ovaltine 
10.66^, Protinex 9.05^, Neutramul 7*665^, Viva 1^.0%, and 
Maltova 3»66% were the other brands in succession. 
OVERALL PREFERENCE TAPLE 
I t would be b e t t e r to take up each brand and 
find out the t o t a l percentage of consumers who e i ther 
favoured the pa r t i cu la r brand as the i r f i r s t preference, 
second preference or the i r th i rd preference. This would 
mean taking the cumulative percentages for the three 
preferences. This cumulative percentages would give us 
a be t t e r idea of the r e l a t i v e market pos i t ions of the 
d i f ferent brands exis t ing in the market. 
The findings of the table are as follows: 
IMM - Q. 
BRANp__NAME ^CNOiOF_RESPONDENTSJ PERCENTAGE 
28.77 
18.22 
8.11 
6.33 
3.kk 
10.88 
11.55 
Bournvita 
Ho n i c k s 
Protinex 
Neutramul 
Maltova 
Boost 
Ovaltine 
Complan 
259 
l6/f 
73 
57 
31 
98 
85 
lOif 
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This table gives the overa l l preference table 
irtHjih sresais that out of a to t a l of 900 respondents of 
300 actual consumers i . e . the f i r s t , second and th i rd 
preference the number of consumers who opted for 
Bournvita were 259 or 28,77 percent . In other words 
28.77 percent of the respondents had Bournvita as e i ther 
the i r f i r s t , second or th i rd choice. Horlicks was next 
i n l i n e with 18.22^ of the consumers saying tha t Hor-
l i c k s was e i the r the i r F i r s t , Second or th i rd preference. 
Complan with 11.55 came th i rd . Boost with 10.88% Oval t ine 
with 9,kk%t Protinex with 8.11%, Nuetramul with 6.33%, 
Maltova with 3»kk% and Viva with 3.22% were the brands 
which followed. 
Buyers are drawn to products with d i f ferent buy-
ing na t i ve s . In case of Food dr inks , there are customers 
who seek b e t t e r hea l th , good t a s t e or low p r i ce . An 
attempt can be made to determine the demographic or 
psychographic c h a r a c t e r i s t i c s associated with each 
benef i t segment. I t could be said that those persons 
seeking be t t e r health are worries , those seeking good 
t a s t e are sensonies, and those seeking low pr ice as 
independents. Further c h a r a c t e r i s t i c s of each group maty 
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be found. The media habi t s of each of these groups may 
vary. The company can bhoose the benef i t i t wants to 
emphasize, create a product that de l ivers i t , and d i r ec t 
a message to the group seeking that benef i t . 
Choosing a benef i t group to market has some d i -
f f i c l u t i e s . F i r s t , i t i s usually d i f f i c u l t to estimate 
the s ize of d i f ferent benef i t groups in the t o t a l popu-
l a t i o n . I t depends on the case with which persons can 
c i t e one benef i t as dominating the i r i n t e r e s t i n the 
product. Secondly, the c i ted benef i t might cover up some 
thing deeper; favouring the lowest priced Food drink 
may be a form of " s e n s i b i l i t y snabbery". Finally some 
buyers are i n t e r e s t e d in a pa r t i cu la r benef i t bundle 
rathern than in a s ingle benef i t ; t h i s means the mar-
mers of Food drinks may have to segment by benef i t 
bundle groups. 
For finding out what factors the consumers con-
sidered most while buying the Food drink, a su i t ab le 
question was designed. This question had s ix var iables 
namely Taste, Ava i l ab i l i ty , Advertisement, P r ice , 
Nutr i t ion value, and a t t r a c t i v e packing. The respondents 
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were asked to c e r i t e 1, 2 and 3 against the three factors 
they considered most while buying the food drink in 
order of preference. The findings are given below in 
the t ab le : 
_—_._«—_•>• . 
AVAILABLE 
Taste 
A v a i l a b i -
l i t y . 
Adver-
t isement» 
P r i c e 
N u t r i t i o n 
va lue 
A t t r a c t i v e 
Packing. 
TOTAL 
" y i s ^ ' P r e J e r e n c e 
Eespon* 
{dents 
166 
8 
5 
H 
10/f 
3 
300 
TASTE: : -
. 5>er-
{centage 
55.55 
2.66 
1.66 
4 .66 
54.66 
1.0 
100 
H l - P r e f e r e n c e ^ 
{Res- iPer-
{pondant Jcentage 
1 1 
87 
57 
29 
kk 
95 
8 
500 
29.0 
12.55 
9 .66 
H . 6 6 
51.66 
2.66 
100 
TTrr=p?i?: 
{Res- {Per-
Jpon- {cen-
jdent {tage 
59 
75 
16 
107 
57 
26 
500 
15.P 
25 .0 
6 .55 
55.66 
12.53 
8.66 
100 
The t a s t e of foods i s p a r t i a l l y a 
matter of sentiment and imagination. This i s t rue of 
a l l foods. The t a s t e has changed with the passage of 
time. We have turned from a ru ra l population l iv ing out 
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of doors in to an urban population of sedentary h a b i t s . 
This change i s manifesting i t s e l f in the a l t e r a t i o n s 
which are being wraught in our food consumption, The 
cruder and cenesthet ic foods are finding fewer cus to-
mers. While those foods are finding a readier market 
which are more delicde in textual and es the t i c in 
appearance. 
Most persons choose the i r foods wholly upon the 
standard of t a s t e . They choose that which t a s t e s good 
while they are eating i t , and refuse that which i s d i s -
pleasing to the p a l a t e , The savorey morsel i s eaten 
without thought as to i t s chemical consti tufthts . However, 
Taste i s la rgely dependent upon have we perceive th ings . 
I t i s d i f f i c u l t for a bl ind folded person to d i f feren-
t i a t e between the meat of a chicken and qua i l . On the 
other hand i f he i s asked to choose between the two, 
he would na tura l ly go in for apparently t a s t i e r qua i l . 
This i s because there i s a ce r ta in atmosphere or halo 
thrawn about the quail which i s not passersed by 
chicken. 
I t seems as i f the consumers of Food drinks are 
more concerned about the t a s t e than anything e l s e . No 
wonder an overwhelming majority of the respondents 
about 55.33 percent . Of these mentioned tha t they gave 
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top consideratiott to the t a s t e of the i r Food drink. 
About 29,0 percent of the consumers mentioned that 
they gave second preference to the t a s t e whereas 13»0 
percent of the consumers gave t a s te the thi rd p r i o r i t y 
while buying the Food drink. If a l l these f igures are 
added up i t l idll be found that no l e s s e r than 97.55% 
of the consumers gave some consideration to the t a s t e 
of the i r Food dr ink. This speaks rolumes of the con-
sumer's derive to go for the most tas ty brand ra ther 
than anything e l s e . 
Consumer products in India have been plagued 
with non a v a i l a b i l i t y in the pas t . This holds t rue non 
fore the brand of product which i s i n g rea t e s t demand. 
The non-ava i lab i l i ty of the products could stem from 
two causes. Ei ther a geniune breakdown in production, 
t ranspor ta t ion or other f a c i l i t i e s or an a r t i f i c i a l 
scarc i ty of the product created by the firm or the middle-
man so that they can r a i s e the p r i c e . In Ind ia there 
are very few firms in each product c lass and there i s 
a s e l l e r s market. The s e l l e r i s de f in i t e ly in an advan-
tageous posi t ion as compared to the liuyer.. The scarc i ty 
or the non a v a i l a b i l i t y of the product crea tes problems 
to the buyers, ye t they are not in a pos i t ion to put 
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forwarded the i r d i s s a t i s f a c t i o n . They j u s t have to 
l i k e with i t . 
A question was designed to judge the importance 
which the consumers gave to the a v a i l a b i l i t y of the 
Food dr inks . 
From the Table i t was found that 2.66% of the 
consumers gave f i r s t importance to the a v a i l a b i l i t y 
12,33% of the consumers gave second p r i o r i t y to the 
a v a i l a b i l i t y of the brand and 25.0% of the consumers 
gave th i rd preference to the a v a i l a b i l i t y . This brings 
to about ifO.0% of the consumers giving any importance 
to the a v a i l a b i l i t y of the food dr inks . However, i f we 
compare the percentage of consumers. Who gave top p r io -
r i t y to a v a i l a b i l i t y then the percentage supporting the 
l a t t e r i s r e a l l y meagre. I t can be assumed that since the 
consumers have been subjected to too much non-avai labi-
l i t y of the products they have l ea rn t to l i v e with i t 
and do not give much importance. 
ADVERTISEMENT 
Advertisements help to mould the Audiences 
viewpoint favourably towards the product. Most consu-
mers look for Delicacy and paucity of the product when 
he looks a t the advertisement of something which i s 
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coneumable. Advertising adds psychological value to the 
product and thereby helps the consumers to experience 
increased sa t i s f ac t ion out of i t s usage. Few adve r t i -
se rs of Food products try to create an appetizing halo 
and spread i t over the i r goods. Nothing i s influenced 
by sentiment and imagination more than the sense of 
t a s t e . Here i s the adve r t i s e r s ' opportunity to create 
a favourable atmosphere through adver t i s ing . 
Perhaps in no form of adver t is ing i s i t so nece-
ssary to please the prospective customer as in Food 
adver t i s ing . Pleasure s t imulates the appe t i te and there-
fore , the adver t i ser of Food product should present 
only the most pleaning suggest ions. The adver t i ser must 
also seek to associa te h i s food only with paucity and 
elegance. The advertisement of Foodstuffs are very va-
luable in the sense that i f on the s imilar page we have 
disgust ing or displeasing object i t wi l l def in i te ly have 
an adverse effect on Foodstuff demand,Advertising of 
Foodstuffs and Food drinks i s a de l ica te a r t and often 
i s associated with emotional appeals . Food drinks par-
t i cu l a r l y have been advert ised taking healthy cheerful 
children in the background. This brings about a pos i t ive 
a t t i t u d e of parents towards the Food dr inks , ^ e emotionsG. 
appeal i s de l i ca te ly exploited to the bes t advantage in 
case of foodstuffs . 
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A question was designed to see what Importance 
the consumers assigned to the advert is ing of Foodstuffs, 
I t was found tha t only 1,66% of the consumers 
gave primary importance to the adver t i s ing . 9,66% gave 
i t the secondary importance and 6,33% gave advert is ing 
the th i rd importance. All togethers 17.66% of the con-
sumers cave any importance to i t . 
The findings can not , however, b e - l i t t l e the 
impact of adver t is ing in case of Foodstuffs. A glar ing 
example i s of Bournvita who by v i r tue of i t s sustained 
adver t i s ing , possesses eight times the market share of 
Neutramul, keeping in view tha t Neutramul i s almost 
s imilar to Bournvita in t a s t e and such lower pr iced. 
Consumers may not agree to tha t advertisements play 
a major pa r t in influencing and moulding the i r behaviour, 
but i t i s exactly the case one of the major tasks of 
adver t is ing i s bringing about a subt le change in a t t i -
tude of the consumers without they being aware of i t . 
H is to r i ca l ly pr ice has been the s ingle most im-
por tant decision of the marketer, for i t determined the 
value of h i s product in the customers eyes, A recent study 
performed by a student in our department in connection 
with adver t is ing revealed tha t a majority of the consumers 
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63.3^ of them were in favour of the pr ices being men-
tioned in the advertisements. However, there i s consi-
derable d i f f i cu l ty in quoting pr ices when the products 
are advert ised nat ional ly because takes d i f fer from 
s t a t e s to s t a t e s and there i s lack of homogenuity i n 
the quoted p r i c e . 
Pr ices of fooddrinks in India generally have 
been fisced keeping in view the pr ice of the competitors. 
There are some f luc tuat ions no doubt and i f the pr ice 
i s a b i t higher the adver t i se r s generally look for a 
cause which explains reason of charging a higher p r i c e . 
If the price i s lower than other brands t h i s could also 
become an effect ive s e l l i ng point,(Example Nuetramul 
has come up with an ad which s t r e s se s the lower pr ices 
of Nuetramul as compared with3other brands) . 
All said suid done, p r ices have been, and wil l 
remain an important factor to be considered while buying 
the food d r inks . 
The Findings has given a fa i r ly accurate idea 
about the importance of p r i c e s , ^.66% of the consumers 
have claimed tha t they give prime importance to the 
pr ice of the food drink. H,66% of the consumers men-
tioned tha t they gave second importance to price a f te r 
Taste, Nutr i t ion value, Advertisement, Availability and 
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a t t r a c t i v e packing e t c . whereas 35.66^ of the consumers 
gave th i rd importance to p r i ce . In a l l 55.0% of the con-
sumers gave e i ther f i r s t second or th i rd importance to 
the p r i ce . 
The comparison between importance given to t a s t e 
and pr ice can be made. Price has been relegoted to second 
place because a majority of the consumers of food drinks 
f a l l in to middle, upper middle or high income of groups. 
Thus pr ice i s not of such importance to them. However, 
we can assume that proportion of the respondents have 
not marked pr ice as an important var iable although i t may 
be of considerable importance to them. Such a behaviour 
could a r i s e from the respondents derive to appear finan-
c i a l l y b e t t e r off than they ac tual ly a r e . Very few people 
wi l l admit that pr ice plays a major ro l e in shaping the i r 
a t t i t u d e s towards a pa r t i cu l a r product. Ju s t as a low 
priced product may appeal to a cer ta in sec t ion , A high 
priced product may also appeal to those persons who r e -
l a t e the pr ice with qual i ty of the good. The pr ice oneway 
or the other i s thus an important factor to be considered 
to while buying the food dr inks , 
NUTRITION VALUE 
Food drinks are consumed bas ica l ly because of 
the i r Nutr i t ion value. In fact the very purpose they 
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serve i s to keep the consumer healthy and vigorous. 
A number of firms, i n fac t the majority of the firms 
making food drinks adver t ise the i r products as heal th 
g iv ing . This i s done almost always by showing ch i ld-
ren or youngsters a t play or any other Physical a c t i v i t y . 
Their act ions are then associated with the Nutr i t ional 
q u a l i t i e s of these drinks are over emphasized but s t i l l 
a majority of the audience i s surveyed by these adver-
t isements. 
IThe table shows the importance which the consumers 
give to the n u t r i t i o n value of thse dr inks . I t was found 
tha t 3k»S6% of the consumers give f i r s t p r i o r i t y to the 
Nutr i t ion value . 31.66^ gave second p r i o r i t y to Nutr i t ion 
value, whereas 12.33% of the consumers considered i t to 
be the th i rd most important factor to be looked in to 
while buying the food drink. In a l l 78.66% of the consu-
mers gave some importance to the Nutr i t ion value. When 
compared with the other factor Nutr i t ion value came 
af te r t a s t e for which 97,33% of the consumers j§6ve some 
preference. 
ATTPAQTtvg PACKING 
Until r ecen t ly , packing has been considered of 
minor importance on ly . Packaging can be said to be having 
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three object ives viz pro tec t ion , economy and conveni-
ence, A fourth object ive and a very important one i n -
deed i s the promotional function,. 
A niuftber of goods are sold on sel f service bas i s 
now packaging has thus got an important function of 
a t t r a c t i n g the customer and explaining to him the ing re -
d ien ts which normally would have been done by a salesman. 
Also because of consumer affluence in the recent years 
he i s wil l ing to pay a b i t ext ra for the same foodstuff 
packaged in a more appealing way* The package which i s 
used to encase the goods sold must be regarded as an i n -
tegra l par t of the foodstuff, and as an e f f i c i en t factor 
in determining whether the goods wi l l be consumed in 
increasing or decreasing q u a n t i t i e s . 
When a person enters the s t o r e , he i s confronted 
by raws of b o t t l e s , cases and boxes out of t h i s bewil-
dering multitude of packages he i s pleased to see ce r ta in 
ones which are broken to him. These familiar packages catch 
hiis a t t en t ion more than the scores of unknown. The known 
ones are the packages which he i s most l i ke ly to purchase, 
as they catch h i s a t t en t ion j u s t as he i s trying to r e -
ca l l the things which may be needed. 
PackiMjing thus has become an important marketing 
tool in the hand of marketers. I t i s by s igh t tha t the 
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customer recognizes the various packages, and are 
adver t is ing campaign that fami l ia r izes the customers 
with the dis t inguishing appearance of any pa r t i cu la r 
package has done much to increase i t s s a l e . Packaging 
also helps in creat ing product d i f fe ren t i a t ion which 
can be exploited to the bes t of advantage by the 
marketer. 
The findings of the survey however, does not 
ind ica te tha t any appreciable importance i s given to 
packaging by the consumers. The table reveals tha t 
on 1.0^ of the consumers give prime importance to packa-
ging while 2.66^ of the consumers give second importance 
to packaging, thus bringing the overa l l figure to 
12.33^. 
This study was done to gauge the importance 
which the consumers gave to various factors while pur-
chasing the Food drink. However, i f we only take the 
f i r s t importance of the consumers the pic ture would 
be more c l e a r . Given below are the percentage of consu-
mers who have indicated d i f fe ren t factors to be of prime 
importance: 
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BRAND NAME 
Taste. 
Availabili ty. 
Advertisement, 
Price 
Nutrition value 
Attractive 
Packaging. 
ODTAL 
TABLE - m 
I No .OF RESPONDENTS'! PERCENTAGE 
J For 1 
• 
most imgor 
166 
8 
5 
H 
yok 
3 
300 
BRAND SWITCHING 
tant factor 
55.33 
2.66 
1.66 
4.66 
34.66 
1.0 
100 
Brand switching or Brand changing has become 
an important aspect to be looked in to by the Marketers, 
The la rge number of lirands now avai lab le in the 
market can easi ly a t t r a c t the consumer, Naturally 
these brands have d i f fe ren t a t t r i b u t e s which may 
appeal to ce r ta in sect ions of the consumers. This may 
lead to a change in the brand preference. 
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The questionnaire had a question to gauge the 
ex ten t of consumers who had changed the i r brand one 
time or the o ther . The findings are given below: 
TABLP - U 
1 —y — — - -
--_.-. l-52i2l_SSiE22^2SiS-.JLE2££SSi§S5-
Persons who changed 
Brand. 189 65.0 
Persons who did not 
change Brand. Ill 37.0 
TOTAL 300 100 
The Table indicated tha t 63.0$!^  of the consu-
mers have changed the i r brand, whereas 37.0% of the 
consumers have not changed the i r brand a t a l l . This 
shows that a considerable proportion of the consumers 
have t r i ed more than one or two brands and used i t for 
an appreciable period of time. 
Ihe reasons which the consumers gave for the i r 
behaviour was lack of a v a i l a b i l i t y or j u s t for change 
of Taste. This was an open end question and consumers 
could have wri t ten anything in the space provided. Yet 
they did not metnion the p r i ce , qua l i ty , advertisement 
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or any other factor which might have caused them to 
6«4tck over to another Brand, This could imply tha t 
exis t ing brand loyal ty would be most vulnerable when 
the i r was e i ther a non-ava i lab i l i ty of a brand or the 
consumer s ta r ted d i s l ik ing i t s t a s t e in comparison to 
another t a s t i e r Food drink. 
mMMQUMQR 
An other question was designed to judge the 
opinion of the qual i ty of the consumers' favourate 
brand. Opinion about a brand could by influenced by a 
number of f ac to r s . They are the t a s t e of the Brand, the 
reputat ion of the Firm producing and marketing i t , the 
packaging of brand, the a v a i l a i b i l i t y and the adver-
t i s i n g of the Food dr ink. Opinion i s a combination of 
a l l these factors plus a few others which includes how 
the influences view the product . 
The findings of the questions are given below 
to see how favourably the consumers are incl ined towards 
the i r favourite brands. 
ims. - IS 
— , ^ . 
Oginign ^L?2i2l-SSf£22^£2if ^ EH222-SS® 
Verygood 86 28.66 
Good 165 5^.33 
Average 29 9.66 
Ko opinion 22 7.33 
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I t could be assumed that consumers who mentioned 
as the i r favouri te brands being Average or had no 
opinion about them are the ones who don ' t have pos i -
t ive a t t i t u d e towards the i r brands. These consumers are 
more apt to switch over to another brand which they 
would consider b e t t e r , 
EFFECT OF PRICE CHANGE ON THE BUYING BEHAVIOUR 
Price i s one very important factor which moulds 
the consumers a t t i t u d e towards a cer ta in product, Ttie 
pr ice factor i s very important in case of necessi ty 
goods. Even a s l i g h t increase or decrease in the pr ice 
could bring about a big change in the buying behaviour 
of the consumers towards that pa r t i cu l a r brand. In case 
of luxury goods the story i s d i f fe ren t . Here pr ice i s 
re legated to a secondary posi t ion with s ty l e or appe-
ar ence determining the consumers a t t i t u d e towards the 
product. 
Food drinks can not be put into any of these 
two ca tegor ies . The price change i s therefore associated 
with a change in behaviour of the consumers. 
Given below are the Findings of the question 
which comprised of the behavioural change with an i n -
crease the pr ice of Food dr inks . 
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EFFECT OF INCREASE IN PRICE 
TABLE - n 
AmTUDE__CHANGE ?i2jLOL25?E22?522?§J-25?25N^^55. 
s t a r t consuming l e s s 
of i t . i n 37.0 
Shif t down to another 
Brand. 50 16.66 
No change, 139 ^6.33 
TOTAL 300 100 
The findings show tha t a big proportion of the 
consumers were very sens i t ive to the pr ice inc rease . 
A t o t a l of 53.66 of them indicated that pr ice increase 
would r e s u l t in a change in the the i r buying behaviour. 
Of these 37,0% said that increase in pr ice would cause 
them to s t a r t consuming l e s s of the same Food drink, 
16.66% of the consumers who probably were l e s s inc l ined 
towards the i r present brands said tha t they would 
s h i f t down to another l e s s cos t i e r brand i f the pr ice 
was increased. However, a la rge proportion of the 
consumers were i n sens i t i ve to pr ice inc rease . 46,335^ 
of them said tha t these could be no change in the i r 
buying habi t s i f the pr ice were to be increased. Biese 
consumers were the ones who came from high income b ra -
cket and pr ice did not matter much to them. 
4.9 
EFFECT OF DECREASE U PR^ QE 
A decrease in pr ice of goods often leads to an 
increase i n the demand for i t . How far i s i t t rue in 
the context of Food drinks can be seen from the follow-
ing tab le : 
^ ^ 
ATTITUDE CHANGE J NO.OF RESPONDENTS } PERCENTAGE 
Inc reased consump-
t ion with decrease 
i n p r i c e . 72 24,0 
No change. 228 76.0 
TOTAL 300 100 
The findings reveal that 2k% of the consumers 
would increase the i r r a t e of consumption i f the pr ice 
was decreased. About th r i ce the i r number or 76,0% of 
the consumers said that there would be no change i n 
the i r consumption r a t e i f the pr ice of the i r Favourite 
brand were to be increased. 
We can sum up the findings with the conclusion 
tha t consumers are sens i t ive to an increase in p r i ce , 
but r e l a t i v e l y i n sens i t i ve to a decrease i n p r i c e . Tfee 
f igures quoted above may not ind ica te the exact pro-
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p o r t i o n of consumers who a r e s e n s i t i v e on i n s e n s i t i v e 
to p r i c e change b u t no doUbt they i n d i c a t e the genera l 
d i r e c t i o n of behav ioura l change of consumers wrought 
about by a p r i c e change. 
I IH&T QF NQN AVAILABILITY ON BUYING 
Consumer durab les as well a s consumer non-
d u r a b l e s have o f ten been o u t of market for varying 
p e r i o d s of time i n the p a s t . This n o n - a v a i l a b i l i t y of 
the p roduc t s could be a t t r i b u t e d to a breakdown i n the 
t r a n s p o r t a t i o n u n i t o r anyother cause . Oval t i n e has 
been o u t of market for q u i t e some time and sur faced 
r e c e n t l y for a b r i e f p e r i o d . This n o n - a v a i l a b i l i t y of 
the products w i l l d e f i n i t e l y l e a d to a change i n the 
buying a t t i t u d e , 
A ques t i on was des igned , the f i nd ings of which 
i n d i c a t e d the cause of a c t i o n the consumers would take 
i n temporary n o n - a v a i l a b i l i t y of the food d r i n k s i n 
the b u y e r ' s marke t . The f ind ings were: 
CHANGE IN BUYING T N O . O F iffiSPONDENTS j PERCENTAGE 
BEHAVIOUR ; } 
Purchase from a 
d i s t a n t marke t , 135 41,66 
Buy ano ther b rand . 1?5 ^Q*^^ 
51 
^nie findings ind ica te that 41.66^ of the consu-
mers were loyal to the i r brands and they would purchase 
the i r favourite brand of Food drink from a d i s t an t 
market i f i t was not ava i l ab le . 58.33% of the consumers 
said that they would prefer buying another brand of 
Food drink ra the r than take the trouble of going to a 
d i s t an t market. This tab le i n fact also ind ica tes brand 
loya l ty of the consumers towards t he i r favourite brands. 
CQNgUMER ACCEPTANCE ^ i^PiQARDINQ CLAlMg 
Manufacturer's of Food deinks adver t i se a l o t 
about the i r products . Advertisements crea te the impre-
ssion of Food drinks as being very potent and capable 
of providing energy and vigour. These drinks are adver-
t i sed as being very r i ch i n n u t r i t i o n a l value and heal th 
giving propoer t ies . How far these claims are accepted 
by the consumers i s another mat ter . 
A question was devised to measure the degree 
of acceptance of the claims of manufactures regarding 
' the Nutr i t ional value of the Food d r inks . The findings 
are : 
TABLE - j £ 
PI2555-2L^22S2™CE_J[_NO_.qF^RESPONDENTS^|j>E^^^ 
Agree completly k9 16.33 
Agree p a r t i a l l y 215 71.66 
Do not agree 36 12.0 
300 100 
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The findings reveal that only 16.33% of the 
consumers agreed completly with the claims regarding 
the nu t r i t i ona l value of the Food dr inks . A large pro -
por t ion of them, about 71.66% agreed only p a r t i a l l y 
whereas 12.0% of the consumers did not agree a t a l l . 
I t i s generally believed that adver t is ing adds 
a psychological value to the product which i n turn 
leads to increased sa t i s f ac t ion af ter usage. This s a t i s -
fact ion can not be achieved i f the consumers disbeliare 
the adver t i se rs claim from the very beginning. The manu-
fac turers should then t ry to adver t ise more convincingly 
and r e a l i s t i c a l l y so that the i r claims may be accepted 
by the consumers. 
CONSUMER AWARENESS REGARDING INGREDIENTS 
Each brand of Food drink avai lable i n the market 
contains some speci f ic ing red ien t s . No two brands are 
exactly a l ike i n the i r composition. Bournvita for exam-
ple i s advert ised as having Milk, sugar, cocoa and mal t . 
Complan on the other hand has 2lf v i t a l ingredien ts nece-
ssary for the body. The table below shows the degree 
of awareness among consumers regarding the ingred ien ts 
of the i r favouri te brand* Naturally i t i s expected tha t 
the awareness l eve l would vary with the l i t e r a c y level. 
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but the consumers taken for the purpose of survey were 
a l l l i t e r a t e with varying degrees of l i t e r acy* Doctors 
and Teachers were more knowledgeable as compared to 
persons of other profess ions. The overa l l r e s u l t s were: 
TABLE - 12 
_j^ ^ 
DEGREE OF AWARENESS ! NO .OF RESPONDENTS | PERCENTAGE 
—-.-——-.-->. .~—.-. .J-.—.-.->-.- . - -«_-.-• . - .—.. . . . . 
To a grea t extent 82 27.55 
To some extent 195 65»0 
Not a t a l l 25 7.66 
TOTAL 500 100 
The survey revealed tha t 27.55% of the consu-
mers were aware of the ingredients of the i r favouri te 
brand to a la rge extent 65.0% of the consumers were 
aware of the ingredients to some extent while 7.66% of 
the consumers were not aware of the ingredients a t a l l . 
CONSUMER ATTITUDE REGARDING PACKAGE AND SIZE 
PREFERENCE 
The Food drinks have been bo t t l ed in t i n packs 
up t i l now. A few of them are bo t t l ed in g lass b o t t l e s . 
The Tin pack i s preferred over o thers by some because 
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the pack i s r e s i s t e n t to rought handling. Secondly, the 
colour representa t ion on the outer covering i s genera-
l l y good and the ingredien ts can be shown c lear ly ©n 
i t . In cont ras t to th i s some consumers prefer the i r 
drink to be bot t led in g lass b o t t l e s . Glass always been 
preferred for s tor ing edibles because of i t s property 
of being completly i n e r t . Glass being i n e r t does not 
r eac t s with any chemical and thus foodstuffs are very 
well preserved in i t . Another newly introduced material 
i s the hard paper packing by Bournvita. This i s known 
as the r e f i l l pack which has resu l t ed in a considera-
ble saving i n the cost of packaging. This reduction in 
cost has been passed on to the consumer. 
Consumers view these packages with d i f ferent 
angles . The findings regarding the sa t i s f ac t ion of the 
package are given below: 
TABLE - l a 
» » 
ATTITUDE REGARDING PACKAGE } NO .OF RESPON- j PERCENTAGE 
I DENTS } 
Sa t i s f ied 27k 91.35 
Not s a t i s f i ed 26 8,66 
TOTAL : : : 300 100 
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The f i nd ings r e v e a l t h a t an overwhelming p e r -
cen tage of the consumers, about 91.33% were s a t i s f i e d 
w i t l tiie paclTage of tti^ food d r i n k s . A small p ropor t ion 
8.66^ however were no t s a t i s f i e d and wanted some i n n o -
va t ion i n them. 
PREFERENCE REGARDING SIZE 
Food d r i n k s come i n s i z e s r ang ing from 200 gms 
to 1000 gms. However, t h r e e d i s t i n c t s i z e s could be 
made. Those between 200 to 225 gms. Those between 400 
to 500 gms, and those coming i n packs of 800 to 1000 gms, 
They are termed as sma l l , medium o r l a r g e for the 
sake of convenience . The s i z e p re fe r ences of the con-
sumers can be known from the fol lowing t a b l e : 
^ , — - J -
SIZE I NO .OF RESPONDENTS {PERCENTAGE 
f * -
Small 29 9.66 
Medium 205 67.66 
Large 68 22.66 
TOTAL ::: 300 100 
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The findings revealed that 9.6651$ of the consu-
mers were inc l ined towards small packages, A majority 
of them, G7,$S% favoured Medium packs* Whereas 22,66^ 
preferred large packages. Preference regarding s ize i s 
dependent upon two main fac tor , the number of consumers 
in a family and the income bracket i n which the consu-
mer f a l l s . People with l a rger families and high income 
would favour large packs and those who have small fami-
l i e s and l e s s disposable income prefer smaller packages. 
INFLUENCERS 
Biere are five d i f ferent ro l e s that a person 
can play in a purchase decis ion. They are i n i t i a t o r , 
inf luencer . Decider, Purchaser and User. 
The Purcheer i s influenced by a number of persons 
who form the immediate company in which he moves. I n -
fluence could be of two types . One i s a d i r ec t influence 
and the other i s an i n d i r e c t inf luence . Influence can 
be very sub t lea t times and the person hardly fee ls tha t 
he i s being influenced. Such influence may a r i s e from 
inf luencers Demand,TSireat,Request, Advice, Hint, 
Enthusiasm or Despondency. 
Influencers may di f fer from product to product. 
A person may be influenced by h i s wife or h i s e ldes t 
son regarding the buying decision of a car but the 
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influence regarding h i s dresses may come from h i s 
col leagues. Tradi t ional ly most major buying^ decisions 
have been performed by the husband in the family, but 
with r i s i ng education and income, families are moving 
towards a wife dominated, or autonomic type of families 
where equal number of decisions are taken by each pa r t -
ne r . Another type of family i s syncrat ic where most 
decisions are made j o i n t l y . 
For Finding out the inf luencers in case of Food 
drinks a su i tab le question was designed to gauge the 
extent of influence ex**erci6ed by various c lasses of 
people on the purchase decision of the consumer. The 
influence was gauged in four ca tegor ies , people who had 
grea t inf luence, Moderate inf luence, Small influence 
and no influence a t a l l on the purchase decision of the 
buyers . The findings are : 
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iMiiims&sm&: jLm^ - SSI 
GREAT I MODERATE J SMALL | NO 
TNFT.UENCE J INFLUENCE } INFLUENCE ! INFDUENCE GLASS 
OP fio.of I 
PERSONS 
iNor.of } {No.of 
^ e e - I Per- j Res- | Per- } Res-{pon- I cen- } pen- | cen- } poa-
idents i tage ', dents { tage ! dents 
-J 1^ \ I \ 
I No .of I 
Per- 1 Reg- } Per-
cen- } pon- | cen-
tage j dents } tage 
» { 
TOTAL 
No .of j 
Res-. } P e r -
poa- I c en-
dents ! tage 
- J 
Doctors 82 27.33 59 19.66 k^ 15.0 114 3.80 300 100 
Friends /f1 13.66 58 19.33 70 23.33 131 43.66 300 100 
Personal 
urge 142 47.33 78 26,0 35 11.66 45 15.0 500 100 
Neighbours 22 7.33 27 9.0 44 14.66 207 69.0 300 100 
Colleagues 17 5.66 38 12,66 51 17.0 194 64.66 300 100 
Family 
members 123 41.0 52 17.33 48 16,0 77 25.66 300 100 
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The table reveals tha t two c lasses of persons. 
Doctors and Family members were the ones who had a 
grea t irffluenci on the buylhg deci sio n .However, 
47.33% of the consumers said tha t personal urge had 
a great influence in moulding the i r a t t i t u d e towards 
Food dr inks . We wi l l take each of there categories 
in b r i e f , 
DOCTORS : - Out of a t o t a l of 300 respondents 27.33% 
said tha t Doctors had a grea t influence on the i r buy-
ing behaviour and choice of brand, 19.66% said tha t 
doctors had a moderate inf luence, 15.0% said tha t 
doctors had very small influence and 38.0% said t ha t 
doctors had no influence a t a l l . 
FRIENDS : - 13.66% of the consumers said that fr iends 
had a grea t influence on the i r buying behaviour. 19.33% 
of the consumers said that friends had moderate i n f l u -
ence. 23.33% said tha t friends had l i t t l e inf luence, 
whereas it5.66% said that fr iends had no influence on 
the i r buying behaviour. 
PERSONAL URGE ; - 47.33% of the consumers said that 
personal urge more than anything else was the main i n -
fluencing factor in moulding the i r a t t i t u d e , 26.0% said 
that personal urge had a moderate hand i n shaping the i r 
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a t t i t u d e . 11.66^ of the consumers admitted that per-
sonal urge had l i t t l e par t to play i a the i r behaviour, 
whereas 15»0% said that personal urge had no inf luence . 
NEIGHBOUR : - 7.535^ of the respondents admitted tha t 
neighbours had a la rge pa r t to play in fashioning 
the i r a t t i t u d e towards food dr inks . 9.0% said that 
neighbours had moderate ro l e to play in the i r purchase 
dec is ions . 14.665^, said tha t they had very l i t t l e i n -
fluence on the purchase decis ions , whereas 69fO% said 
that neighbours had no influence a t a l l . 
COLLEAGUE : - 5.66$l$ of the respondents agreed that 
colleagues had a major hand i n influencing the i r purchase 
dec is ions , 12,66% admitted as colleagues having a mode-
r a t e influence on the purchase decis ion. 17.0% said 
that colleagues had l i t t l e influence whereas 64.66% said 
that colleagues had no influence a t a l l . 
FAMILY MEMBERS ; - 41.0% of the consumers said that 
family members which include Mother, fa ther , bro ther , 
s i s t e r s and sons or daughters, husbands or wife had a 
major hand in shaping the i r purchase decis ions . 17.33% 
admitted that family members had a moderate influence 
on the i r purchase. 16.0% said that family members had 
small pa r t to play in the i r purchase dec is ions . 25.66% 
ei 
of the consumers indicated that family members did 
not influence the i r purchase decisions a t a l l» 
Among these s i x categories of persons who in> 
flunee the purchase decisions of the consumers* Personal 
urge accounting for i^7•33^ has been the major source 
shaping the a t t i t u d e and buying behaviour of the con-
sumers. Next came the family members, k^»0% of the con-
sumers agreed tha t family members had influence the i r 
purchase to a grea t ex ten t . Doctors had a grea t i n f l u -
ence on 27.33^ of the consumers. 
Marketers therefore would do well to d i rec t 
t he i r advert is ing programmes towards family members as 
well as doctors in order to increase the sa les of 
the i r products, 
MEDIA PREFERENCE REGARDING ADVERTISEMENTS 
There has been much debate and confusion about 
the extent of adve r t i s i ng ' s power to influence buyer 
behaviour. C r i t i c s of adver t is ing bel ieve tha t many of 
us are being influenced and manipulated by adver t i s ing , 
for more than we r e a l i z e , i n our every day l i f e . Scient ic 
probing in to subconscious motives has given adver t is ing 
agencies unprecendented s k i l l in moulding buyer taught 
processes and purchase decis ions . 
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others who favour adver t is ing refute the charges 
by paint ing that very few messages out of thousands are 
received by the audience. Advertising i s only one of 
the several factors which influence a persons behaviour. 
I t i s r ea l ly d i f f i c u l t to judge the effect iveness 
of adver t i s ing , except in the more obvious cases . Direct 
act ion adver t i s ing , such as mail order and want ad adver-
t i s ing s t imulates d i r e c t s a l e s . The effectiveness can be 
measured d i r e c t l y . Delayed action advert is ing using the 
sof t s e l l idea i s done to build pos i t ive a t t i t u d e towards 
the product . Such adver t is ing c a l l s for the audience to 
members the product and behave pos i t ive ly when the con-
sumer goes to buy the product some time in fu ture . 
Effectiveness of such i n d i r e c t adver t is ing i s very d i f f i -
cu l t to measure, because the benef i t s occuring from such 
adver t is ing may be spread over a length of t ime. 
An important pa r t of the adver t is ing Job consis t 
of deciding on the bes t media for carrying the adve r t i s -
ing message to the t a rge t market. The adver t i ser i s i n 
fact trying to achieve a cer ta in reach, frequency, con-
t inu i ty and impact with h i s a l io ted budget. Three factors 
have to be kept in mind while se lec t ing the media. 
F i r s t s i s the media hab i t s of the ta rge t adudience. 
This cons is t s of finding what medias wil l be most effect ive 
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in case of the given ta rge t audience, A manufacturer 
of baby food may fixed that household magazins would 
be most effect ive for d i rec t ing the adver t is ing t o -
wards mothers. 
S^condyis the product. The workings of a pressure coo-
ker may best be advertised on a Television, or the 
advertisements re la ted to Texti le may be inser ted in 
magazines where colour representat ion i s very good. 
The Third, factor to be looked in to i s the cos t . The 
media having the lowest per thousand exposure cost 
would na tura l ly be prefer red . 
The major media ca tegor ies have d i f fe ren t poten-
t i a l i t i e s for demonstration, v i sua l i za t ion explanation, 
and colour. In order to find out which media would be 
bes t for food drinks advertisement, a two step question 
was designed. The f i r s t par t was intended to judge the 
r e c a l l of advertisements in various medias. The second 
pa r t was designed to judge the r e l a t i v e effectiveness 
of these media. Findings for media r e c a l l are given 
below: 
MEDIA RECALL 
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I No. of i?espoKdents } 
J )u. Percentage 
Newspaper 
Magazine 
Hoarding 
Cinema 
Television 
Radio 
230 
266 
161 
203 
179 
202 
76.66 
88.66 
53.66 
67.66 
59.66 
67.33 
Out of a t o t a l of 300 consumers surveyed 230 
of them or 76,66% recol lec ted having seen the adver-
tisements of food drinks in the Newspapers. 88.66% of 
the consumers reca l l ed having seen the advertisements 
i n the magazines. 53.66% reca l led having seen the ad-
vertisements on Hoardings, 67.66% reca l l ed having seen 
in Cinema. 59.66% on Television and 67.33% on Radio. 
The figures na tura l ly overlap because most of 
the respondents had seen the advertisements in 4 or 5 
of the medias l i s t e d above. 
This ind ica t e s that Advertisements in magazines 
are reca l led more than any other media. This could be 
6^ 
because the co lour r e p r e s e n t a t i o n i s good and a l so 
because a person i s i n a r e l a x e d s t a t e of mind when 
he goes through the magazine. This d e f i n i t e l y h e l p s i n 
b e t t e r pe rcep t ion and hence longer l a s t i n g e f f e c t . 
MEDIA PREFERENCE 
TABLg - gg 
MEDIA 1 NO .OF RESPONDENTS | PERCENTAGE 
Newspapers 
Magazines 
Hoarding 
Cinema 
Television 
Radio 
k^ 
82 
10 
93 
38 
35 
1^,0 
27.53 
3.33 
31.0 
12.66 
11.66 
TOTAL 300 100 
l^ie respondents were asked to t ick with the 
name of the media in which they thought the Food 
drinks advertisements would be most e f fec t ive . Judging 
by the respondent 's preference, two medias have come 
out to be d i s t i n c t l y more effect ive than the o the r s . 
F i r s t , i s the Cinema with 31.0% of the respondents i n -
dicat ing i t to be most e f fec t ive , 13ie second i s the 
ee 
mag'azines with 27.35% of the respondents favouring i t . 
Cinema advert is ing has def in i t e ly came here to 
say. Large screen combiaed with good colour represen-
ta t ion and scope of movement leaves the viewer much 
impressed. I t has gound out tha t 15% of the spoken 
message i s understood and re ta ined for any length of 
time. The figure goes up to 35«0% when the message i s 
conveyed by s igh t . If s ight and saund are combined i . e . 
i n Audio-visual d isplays , r e t en t ion of the message has 
been found to be 65%. The findings of the survey also 
ind ica te greater re ten t ion by the mediiim of Cinema. 
ATTITUDE TOWARDS ADVERTISINQ 
Advertising i s an important marketing tool i n 
the hands of the marketer. I t helps in moulding the a t t i -
tude of the audience favourably towards a product, \»ith 
the s t a r t i n g of consumerist movement a number of social 
charges are now being leve l led against adver t i s ing . 
One of them i s that adver t is ing has been too omnipatent 
and has been exercised ind isc r imina te ly . This has led 
to a r i s e in marketing cost which i s being passed on 
to the consumers. 
Leaders of consumer's movement have charged 
adver t i s ing of being too persuasive and as being the 
cause of unneceBS8a*y p ro l i f e ra t ion of brands. How for 
the consumers accept the i r views i s but another ques-
t ion . A question was designed to judge the opinion 
regarding the over usage or the under usage of adver-
t i s i n g . The findings are as follows: 
e? 
OPINION I NO .OF RESPONDENTS | PEKCENTAGE 
Advertised more. 
Advertised l e s s . 
Advertised as 
they are 
125 
161 
if1.66 
if.66 
53.66 
TOTAL 500 100 
The findings ind ica te that 41.66^ of the 
consumers were of the view tha t Food drinks should 
be advertised more. 53.665^ of the consumers said tha t 
they should be advert ised as they a r e . Only a small 
f r i c t ion k»^G% of the consumers were of the opinion 
that food drinks should be advertised l e s s . 
This consumers opinion i s a sure ind ica t ion 
tha t adver t is ing has not reached tha t leve l often 
which i t becomes annoying or i r r i t a t i n g . Advertisement 
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i s one of the most important tools in the hands of 
the marketer which helps i n building product aware-
nes s . s i f the same audience were to be reached by say 
personal se l l ing the cost would have been much more. 
I t i s generally assumed that consumers have far from 
perfect knowledge. Advertising thus becomes an impor-
tan t tool for providing the awareness and knowledge 
about the product to the consumers. Any charge, then 
against advert is ing i n the Indian context i s t o t a l l y 
base le s s . 
Food drinks are marked by appreciat ion as well 
as c r i t i c i sm . A no. of controvers ia l statements were 
given a t the end of the quest ionnaire . Respondents 
were asked to t ick whether they agreed or disagreed. 
The findings a re : 
(a) FOOD DRINKS ARE COSTLIER THAN NATURAL FOODS 
Out of a t o t a l of 300 consumers i n t e r v i e w e d , 
85 .0^ of them viewed food d r inks to be c o s t t l i e r 
than the n a t u r a l foods . 15,0^ did no t agree with t h i s 
s t a t e m e n t . 
(b) FOOD DRINKS ARE ESSENTIAL FOR GROWING 
69.66^ of the consumers in t e rv iewed agreed 
t h a t food d r inks were e s s e n t i a l for growing c h i l d r e n . 
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50.335^ of the respondents said that t h i s was not t r ue . 
Manufacturer's have been advert is ing the i r products 
and emphasizing over t h i s view. The campaign has 
def in i te ly made inroads in the consumer's mind, 
(c) NATURAL POODS HAVE MORE NUTRITION VALUE AS 
CQ P^AI^ SP J£> £QQ£ PRINKS : 
A t o t a l of 77.33?^ of the consumers viewed natu-
r a l foods as having more n u t r i t i o n value in compari-
son with Food dr inks . 22.66$^ of the consumers did not 
agree with the proposi t ion, 
(d) ppKSONS WHO USE FOOD DRINKS ARE SMART 
AND UP-TO-DATE : 
Some products are used by the consumers not 
out of necess i ty but because they are in fashion. 
These are referred to as snob appeal goods. This 
statement was used to find out have far the usage of 
food drinks was r e l a t ed to such behaviour, 29.33^ of 
the consumers agreed that persons used food drinks 
were smart and uptodate. 70,66^ disagreed with the 
sentence. This shows tha t a s ign i f ican t proportion 
of the consumers are guided by snole appeal of the 
product r a the r than i t s actual necess i ty . 
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(e) ARTIFICIAL FLAVOURS SHOULD NOT BE USED 
Taste i s the most impor t an t f e a t u r e whicli the 
consumers look for i n a food d r i n k . I t has assumed 
g r e a t e r importance than the n u t r i t i o n value as i n d i c a -
ted by the consumers e a r l i e r . However, when t h i s sen-
tence was pu t forward 63#0S^ of them agreed the a r t i -
f i c i a l f l avours should no t be used i n food d r i n k s . 
37.0% sa id t h a t a r t i f i c i a l f l avour s should be used 
to improve upon the p o l a t a b i l i t y of the food d r i n k s . 
( f ) ADVERTISEMBIiTS HAVE INCREASED THE SALES 
QF FOOD DRINKS. OTHER WISE TgE QUALIT? 
HAS COME DOWN : 
31.0/^ of t he consumers agreed t h a t a d v e r t i s e -
ments have caused an i n c r e a s e d in the s a l e s of the 
food d r i n k s , 69,0% did no t agree with the s e n t e n c e . 
The q u a l i t y as i n d i c a t e d by those t h a t agreed with the 
s en t ence , has come down b u t due to i n c r e a s e d adver -
t i s i n g the s a l e s have kep t on mount ing. More than 
twice the percen tage of consumers however were the of 
the opin ion t h a t q u a l i t y has not d e t e r i o r a t e d , 
A number of deduct ions could be made from the 
f ind ings r ega rd ing the consumer behaviour and brand 
p re fe rences of the Food d r i n k s . 
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Bournvita came out to be the most preferred 
brand followed by Horl icks. These two brands also 
were the ones which had the l a r g e s t brand awareness 
Viva was the l e a s t preferred brand of Food drink i t 
also had the l e a s t brand awareness. 
I t was presumed that children up t i l the age of 
12 years out number the Teenagers, Adults and the 
Elders . On the contrary Teenagers were found to be 
using the Food drinks more than any other category. 
Audits between the ages of 20*^5 were very close to 
the children who came second. 
I t was believed tha t occasional users cons-
t i t u t e d a much l a rge r proportion of the consumers. 
This was found to be true the occasional users being 
more than twice the number of regular u se r s . 
Consumers look for d i f ferent a t t r i b u t e s i n a 
product. Out of the given s ix factors v i z . , p r i ce , 
a v a i l a b i l i t y , n u t r i t i o n value, t a s t e , adver t is ing and 
a t t r a c t i v e packing, i t was assumed tha t a majority of 
the consumers would value nu t r i t i on value more than 
anything e l s e . This was found to be not true with 
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the l a rger proportion of consumers going in for 
be t t e r t a s t e ra ther than anything e l s e . 
I t was believed that pr ice was a determini-
s t i c factor in shaping brand preference and a t t i t u d e 
towards food drink. This was not found to be t rue 
with 46.0% of the consumers saying that the i r be-
haviour and consumption would remain unchaged i f the 
pr ice were to be increased, 76.0% of the consumers 
said tha t they would not increase the i r consumption 
with a decrease in the pr ice of Food d r inks . 
Most consumers regarded the i r favouri te drinks 
as being good and were s a t i s f i ed with the packaging 
of the i r brand. A majority of them agreed p a r t i a l l y 
with the firms claims regarding the food drinks and 
were also aware of the ingredients of the i r food 
drinks to some ex ten t . 
I t was assumed tha t doctors would be having 
the l a r g e s t hand in shaping a t t i t u d e and preference 
towards Food dr inks . On the contrary personal urge 
ra ther than anybody else was found to be most impor-
tant in moulding buying behaviour. 
73 
I t was believed tha t cinema would be the most 
effect ive medium for adver t is ing the food dr inks . 
This was found to be true according to the consumers 
response. Magazine was found to be a close second. 
Newspapers, Television and Radio were found to be 
effect ive af ter Cinema and Magazines. 
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QUESTIONNAIR 
Dear Sir/Madam, 
I l i i s survey i s be ing undertaken to f ind o u t 
the buying behaviour and brand p re fe rence of the consu-
mers i n the food d r inks marke t . The s tudy i s a p a r t of 
the d i s s e r t a t i o n which I have to submit i n p a r t i a l f u l -
f i lment for the award of an M.B,A.Degree. Your co -opera -
t i o n i s needed. 
•Hianking you, 
DANISH ALI SUBZPOSH 
Dept t .ofM.B^iJJ j 
A.M.U., l a i g i t r h . 
BACKGROUND DATE QF RESPONDENT ; 
(P lease pu t a tickC ) for the r i g h t ' a n s w e r ) 
1- a) Name : 
b) Sex : i) Male ( ), ii) Female ( ) 
c) Age : i) 19 years and under ( ) 
ii) 20 years and above ( ) 
d) Occupation: ~ 
e) Income/Month: 
i) Below 1000 ( ), ii) 1000 to 2000 ( ) 
iii) 2000 to 3000 ( ) 
iv) 3000 and above ( ) 
2- Given below are the Brand names of some of the food 
drinks. Tick the ones that you have heard of. 
a) Bournvita ( ), b) Horlicks ( ), c) Protinex ( ) 
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d) Neutramul ( ) , e) Maltova ( ) , f) Boost ( ) 
g) Oval t ine ( ) , h) Complan ( ) , i ) Viva ( ) 
3 - Does anyone consumes food drinks in your family: 
a) Yes ( ) , b) No ( ) 
4 - If yes who are the consumersCTick as many as necessary) 
a) Children (up to 12 years) 
b) Teenagers (13 to 19 years) 
c) Adults (20 to i+5 years ) 
d) Elders (it5 to & above ) 
5- Out of the l i s t of food drinks given above, wri te 
the name of those tha t you have consumed. 
a) , b) , c) 
d) : , e) , f) 
6- Which are your three most favourite brand(s) 
( in order of preference) 
a ) — — — i l — , b ) - ^ - ^ - - ^ — - , c). 
7 - I>o you buy food drinks : 
a) Regularly . . . , ( ) , b) Occasionally ( ) 
8- Out of the var iables l i s t e d below write 1,2 & 3 i n 
order of preference, the three factors you consider 
most while buying the food drink: 
a) Taste ( ) , b) Avai labi l i ty ( ) 
c) Advertisement ( ) , d) Price ( ^ ) 
e) Nutr i t ion value ( ^ ) , f) At t rac t ive Packing ( ) 
g) Any o ther , Please specify ( ) 
7R 
9- How long have you been using your favourite brand(s) 
BRANDS ,....5 -, Periods 1 — i i . ^ -
2 , '• 2 ZL. u 
.1 3 . . " 3 
10- Have you ever changed your brand: 
a) Yes ( ), b) No ( ) 
If yes what was the reason 
11- What is the opinion about the quality of your favour-
its brand: 
a) Very good ( ), b) Good ( ) 
c) Average ( ), d) No openion ( ) 
12- a) If the price of your favourite brand is increased 
would you : 
i ) S t a r t consuming l e s s of i t . . . ( ) 
i i ) Shif t down to another brand . . . ( ) 
i i i ) No change . . . . . . ( ) 
b) If the pr ice of your favouri te brand i s decreased 
would you s t a r t consuming more of i t . 
i ) Yes . . . ( ) , i i ) No . . . ( ) 
c) If your favouri te brand i s not avai lable temporarily 
i n your market, would you: 
i ) Purchase i t from a d i s t an t market . . . ( ) 
i i ) Buy another brand . . . . . . ( ) 
13- Do you agree with the claime of the firms regarding 
the Nutr i t iona l value of the food dr inks , 
a) Agree completly ( ) , b) Agree p a r t i a l l y ( ) 
c) Do not agree ( ) . 
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llf- Are you aware of the ingrediants of your favourite 
brand, 
a) lb a great extent C ) , b) To some evtent ( ) 
c) Not a t a l l ( ) . 
15- Are s a t i s f i ed with the package of your favourite brand: 
a) Yes . . . ( ) , b) No . . . ( ) 
16- What s ize do you prefer ? 
a) Small ( ) , b) Medium ( ) , c) Large ( ) 
17- To what Extent did the following persons i n i t i a t e , 
recommend or influence you to purchase the above men-
tioned brands: 
Great Moderate Small Not a t 
a) Doctor 
b) Friends 
c) Personal Urge 
d) Husband/Wife 
e) Neighbour 
f) Colleague 
g) Any other 
please specify 
18- i ) Please t ick the media(s) in which you r e c o l l e c t 
having seen/heard of food drinks advertisement, 
a) Newspapers ( ) , b) Magazines ( ) 
c) HoardingsCRoad side signs) ( ) 
d) Cinema ( ) , e) TelevisionC ) , f) Radio ( ) 
g) Others ( ) . 
i i ) PI ease write the two medias you find mo^t7fj£;ff^^e: 
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19- ^ e food drinks in your opinion should be 
a) Advertised more ( ) , b) Adi^ertised l e s s ( ) 
c) Advertised as they are (Sta tus quo) . . . ( ) 
20- Given below are a few statements , Hck whether you 
agree or disagree, 
a) Food drinks are cons t l i e r than 
natura l foods. . , 
b) Food drinks are essen t ia l 
for growing ch i ld ren . 
c) Natural foods have more n u t r i -
t ional value as compared to 
food dr inks . 
d) Persons who use food drinks 
are smart and up- to-da te , . 
e) A r t i f i c i a l flavours should 
not be used in the food dr inks . 
f) Advertisements have inc rea-
sed the sa les of food dr inks , 
otherwise the qual i ty has come 
down. , 
Agree/Disagree 
Agree/Disagree 
Agree/Disagree 
Agr e e/Di sagr e e 
Agr e e/Di sagr e e 
Agree/Di sagree 
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(1) The Psychology of Advertising i n Theory 
and Prac t i ce , 
By 
Walter Dill Scot t . 
(2) Marketing Management by Phi l ip Kotler . 
